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Foreword 


Welcome to WorldatWork Course GR9: Strategic Communication in Total Rewards. 

To achieve the greatest benefit from this program, your active participation is encouraged. 
Please feel free to ask questions relevant to the topics presented and share your ideas and 
experiences with the instructors and other participants. Additionally, the coffee breaks and 
lunches are excellent forums for sharing thoughts and ideas about the compensation 
function. 


In creating the WorldatWork educational program, we seek to offer the highest quality 
professional development opportunities for human resources professionals with 
concentrations in compensation, benefits and total rewards. We invite your opinions and 
suggestions about the course and its content to assist us in updating our courses and to 
ensure they are meeting your needs. 


Thank you for your participation. 


Version 3.06.3 


The information in this publication, as prepared by the authors and reviewed by other experts in the field, 
represents various approaches to compensation and benefits management. WorldatWork strives to 
provide information and perspectives that will help readers apply appropriate practices in their own 
organizations, but does not provide prescriptive advice. Nothing herein should be construed as an attempt 
to aid or hinder the adoption of any pending legislation, regulation or interpretive rule, or as legal, 

accounting, actuarial or other such professional advice. 
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Course GR9 


Course Overview 


This course provides an introduction to strategic communication, focusing on total rewards 
communication. It begins by establishing the purpose and value of strategic 
communication along with discussing how behaviors can be influenced by 
communications. In addition, an eight-step process is detailed providing guidance for 
creating an effective and efficient communication campaign. Case studies provide 
participants an opportunity to apply the eight-step process. Furthermore, specific 
communications related to each of the total rewards elements are highlighted, as are 
suggestions for communicating special situations, such as a merger or acquisition. 


Intended Audience 


Course GR¢@ is designed for those experienced in the employee compensation and 
benefits fields or for those who would like to broaden their total rewards perspective. 


This course is strategic in nature and is designed for participants who need to focus 
primarily on the design and direction of communication. 


Thank You 


Thank you for choosing WorldatWork to support your professional development efforts. 
If you have any questions about the course please call WorldatWork headquarters at 
877/951-9191. Our mailing address is 14040 N. Northsight Blvd., Scottsdale, AZ 85260. 


Our Pledge to You 


WorldatWork is committed to providing you with high-quality products and services. 

Our staff at the association’s global headquarters in Scottsdale, AZ, is dedicated to your 
satisfaction. If we do not meet your expectations — or if you wish to share any comments, 
suggestions or questions — please feel free to contact us at any time. We appreciate 
your support. 


WorldatWork 

Toll-free 877/951-9191 

Fax 480/483-8352 
customerrelations@worldatwork.org 
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Overview: Course GR9 


MODULE 1 
Communication Strategy and Total Rewards 


Introduces participants to the total rewards model, explains the rationale for 
strategically planning a communication campaign and discusses how effective 
communication can influence behavior. 


= Total rewards concepts and components 
m Value and purpose of strategic total rewards communication 
m Effective communication 


m= Management's role in communication 


MODULE 2 
Communication Fundamentals 


Presents communication fundamentals, discusses characteristics of effective 
communication and introduces the eight steps of the communication process 


= Fundamentals of communication 
™ Characteristics of effective communication 


m= The strategic communication process 


MODULE 3 
The Strategic Communication Process: Steps 1-4 


Details the first four steps in the process, including analyzing the situation, writing 
objectives, identifying and defining your target audience and determining key messages. 


m= Step 1 — Analyze the situation 

m Step 2 — Define the objectives 

m™ Step 3 — Conduct audience research 
m Step 4 — Determine key messages 


m Case study 


GR9 # 0.3 


© WorldatWork. All rights reserved. 


OVERVIEW: COURSE GR9 


MODULE 4 
The Strategic Communication Process: Steps 5-6 


Discusses selecting appropriate communication channels to deliver your 
message along with developing the communication campaign 


m Step 5 — Select the communication channel 
@ Face-to-face 
@ Paper-based 
¢ Technology-based 


m Step 6 — Develop the communications campaign 


MODULE 5 
The Strategic Communication Process: Steps 7-8 


Reviews the last two steps: implement and evaluate. This module also discusses how 
to manage the communication campaign so that all the process steps come together 
effectively and efficiently. 


m Step 7 — Implementation 
m Step 8 — Evaluation 
m Case study 


m Managing the communication campaign 


MODULE 6 
Total Rewards Communication and Special Situations 
Details specific total rewards communications considerations and special situations 
= Total rewards communication 
@ Compensation 
¢ Benefits 
@ Work-life 
@ Performance and recognition 
@ Development and career opportunities 


@ Total rewards statements 
@ Special situations 


= Working effectively with external vendors and internal communication departments 
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OVERVIEW: COURSE GR9 


APPENDIX 
@ Quiz answers 


= Support materials for course modules 


EXAMS 


m Information on WorldatWork Society of Certified Professionals certification exams 
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Module 1 
Communication Strategy and Total Rewards 


Introduction 


Effective communication is the cornerstone of any successful program and relationship. 
In today’s competitive environment, total rewards (compensation, benefits, work-life, 
performance and recognition, development and career opportunities) can make the 
difference in the attraction, motivation and retention of employees. 


However, creating or upgrading a competitive package of rewards is not enough. Instead, 

a major factor in becoming an employer of choice involves establishing awareness and 
understanding of the company’s rewards. Therefore, leveraging the strength of a total 
rewards package through effective communications is one of the most important challenges 
for the total rewards professional. 


The underlying objective of a total rewards program is to support the business strategy by 
driving the workforce behaviors that ensure organizational success. You cannot achieve 
this goal unless employees know what is expected of them and how their behavior affects 
the rewards they can earn. Module 1 begins the journey of understanding the relationship 
between effective communication and total rewards. 


Objectives 


By the conclusion of this module, you will be able to accomplish the following: 
1. Discuss the concepts and components of total rewards and total rewards strategy. 


2. Explain the value and purpose of strategic total rewards communication in the 
workplace. 


3. Discuss how effective communication may influence employee behavior. 


4. Explain the role management plays in communicating total rewards to employees. 
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Total Rewards 


= Definition — the monetary and non-monetary 
return provided to employees in exchange 
for their time, talents, efforts and results 


= Total rewards strategy (five key elements): 


# Compensation 

@ Benefits 

@ Work-life 

@ Performance and recognition 

@ Development and career opportunities 


Total Rewards 


Prior to discussing strategic total rewards communication, it is important to first understand 
total rewards and total rewards strategy. Why do employees choose to remain with a 
particular employer? Why do they leave? Total rewards are often the answer. 


= Definition — Total rewards are the monetary and nonmonetary return provided to 
employees in exchange for their time, talents, efforts and results. Total rewards involve 
the deliberate integration of five key elements that effectively attract, motivate and retain 
the talent required to achieve desired business results. 


= Total rewards strategy — Total rewards strategy is the art of combining the five key 
elements into tailored packages designed to achieve optimal engagement. For a total 
rewards strategy to be successful, employees must perceive'the monetary and non- 
monetary rewards as valuable. The five key elements of a total rewards strategy are: 


# Compensation 

¢ Benefits 

@ Work-life 

@ Performance and recognition 

# Development and career opportunities 
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The Total Rewards Model 


Organizational” .;OTAL REWARDS 
cule STRATEGY 
Compensation 
Business - Benefits 
Strategy Work-Life 
Performance & Recognition 
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Development & Career 
Opportunities 


Business 


Satisfaction Performance 
& Engagement & Results 


Human 
Resource 
Strategy 


The Total Rewards Model 


The total rewards strategy should be aligned with the HR and business strategies to 
achieve organizational goals. An optimal mix of total rewards can help to attract, motivate 
and retain the talent needed to effectively contribute to organizational objectives. 


= Compensation — cash provided by an employer to an employee for services rendered 


= Benefits — programs that an employer uses to supplement,the cash>}compensation an 
employee receives 


= Work-life — a specific set of organizational practices, policies and programs as well as a 
philosophy that actively support efforts to help employees achieve success within and 
outside of the workplace . 


= Performance and recognition — Performance is the alignment and assessment of 
organizational, team and individual efforts toward the achievement of business goals. 
Recognition gives special attention to employee actions, efforts, behavior or 
performance. 


= Development and career opportunities —- Development comprises learning 
experiences designed to enhance employees’ skills and competencies. Career 
opportunities involve plans to help employees pursue their career goals. 


GR9 @ 1.4 


© WorldatWork. All rights reserved. 


The Total Rewards Design Process 


“Performance & Recognition, 
Development & Career 
Opportunities 


The Total Rewards Design Process 


The total rewards design process helps ensure that a line of sight is built between the 
corporate vision/mission and the organization's total rewards programs. 


As with the design of a total rewards strategy, design of a total rewards communication 
campaign is driven by the corporate mission, supported by the business strategy and 
guided,by the human resources strategy. 


The arrows indicate a circular process which begins and ends with the corporate mission. 
Always return to the mission to ensure your communication strategy and messages align 
with your overall corporate mission. Adjust as needed to keep communication messages 
consistent and supportive of the business and HR. 


What are your organization's corporate mission and vision? 
Do your total rewards programs align to the mission? 


How do your total rewards communications 
support the mission and vision? 
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The Value of Strategic 
Total Rewards Communication 


m Drives business performance 


m Links business goals with personal 
outcomes 


m Leads to understanding and valuing 


m Defines employer/employee 
relationship 


The Value of Strategic Total Rewards Communication 


Strategic communication is a critical element in the success of a total rewards program. 
Too often, communication is an afterthought or viewed as part of implementation, utilizing 
whatever budget and resources are left over. Communications must go beyond tactical 
plans to include communication initiatives that are tied to business objectives and based 
on a defined communication strategy. 


Carefully planned and designed total rewards communication: 


= Drives business performance — Companies are finding that carefully designed and 
thoroughly communicated total rewards programs motivate employees and increase 
profitability. A recent survey conducted by Watson Wyatt Worldwide found that 
organizations that are communicating effectively experience higher market value, higher 
total return to shareholders and lower turnover rates compared to those that aren't. 


m Links business goals with personal outcomes for employees — Increased 
profitability can lead to bonuses, increased benefits or additional work-life programs. 
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The Value of Strategic Total Rewards Communication ...cont’d 


m Leads to understanding and valuing — Regardless of the value that the total rewards 
package holds, if employees don’t understand it, they won’t perceive the value. 
Employers must provide information on the value to employees. 


= Defines employer/employee relationship — Communication can define the 
relationship between employees and their company and is often the reason why an 
employee makes or breaks that relationship. 


Good communication won't repair a flawed rewards 
program, but ineffective communication will cause a 


well-designed program to fall short of expectations. 
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STRATEGIC TOTAL REWARDS COMMUNICATION 


The Purpose of Communication — 
Employee Perspective 


Provide education and tools 
Provide timely information 
Clarify expectations 
Increase awareness 


Improve the emotional environment 


Reinforce decision to join and remain 
with the company 


The Purpose of Communication — Employee Perspective 


From an employee’s perspective, communication should: 


Provide education and tools — enable participants to understand the program and 
make informed decisions 


Provide timely information — provide the information employees need, when they 
need it. Clearly identify specific actions the employee must take and when they must 
take action. 


Clarify expectations about total rewards programs 
Increase awareness and appreciation for total rewards programs 


Improve the emotional environment 


¢ Increase job satisfaction/morale 

# Promote employees’ feeling of value 

# Decrease stress/anxiety in a changing environment 
@ Improve employee focus 


Reinforce decision to join and remain with the company. 


Employees expect that total rewards communication 


is honest, thorough, understandable and relevant. 
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STRATEGIC TOTAL REWARDS COMMUNICATION 


The Purpose of Communication — 
Employer Perspective 


Reinforce corporate philosophy, culture, values 
Help achieve program goals 

Streamline administration 

Comply with legal requirements 

Improve utilization = improve ROI 

Increase ability to understand and respond 
Change employee attitudes and behavior 

Build employee trust 


Improve productivity 


The Purpose of Communication — Employer Perspective 


From an employer’s perspective, communication should: 


Reinforce corporate philosophy, culture and values 
Help achieve total rewards program goals 


Streamline administration — helping to reduce the time HR administrators spend 
answering employee questions 


Comply with legal requirements 


Improve appropriate program utilization generating enhanced return on 
investment (ROI) in rewards programs 


Increase employer’s ability to understand and respond to employees’ 
needs/expectations 


Change employee attitudes and behavior 
@ Move away from entitlement mentality 
@ Increase appreciation 
# Increase sense of fairness and efficiency 


Build employee trust 


Improve productivity 
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Effective Communication 


Action 


t= 


Commitment 


Acceptance 


Understanding 


t= 


Awareness 


Effective Communication 


Total rewards communication has the potential to influence employee behaviors so 
employees’ actions align with and support the organization’s mission, goals and values. 
Every good communication should have a call to action. In order to achieve the action, 
employees must experience all of the following: awareness, understanding, acceptance 


and commitment. 


Reprinted with permission from the 2005/2006 Communication ROI Study™, © 2006 Watson Wyatt Worldwide. 
For more information, visit www.watsonwyatt.com. 
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Hierarchy of Effective Communication 


Effective 
Communication 


Followsa | Usesemployee Integrates Leverages 
formal process feedback _ total rewards technology 


\TI 5 


Awareness 


Hierarchy of Effective Communication 
The hierarchy of effective communication details how to achieve desired actions. 
= Foundation tier — building a strong base 


At the “foundation” of an effective communication program, companies need to create a 
strong sense of awareness among their employees by establishing formal 
communication processes} using employee feedback, providing clear links between 
desired behaviors and the reward program, and leveraging technology. This includes 
integrating total rewards messages into the communication process. 


Reprinted with permission from the 2005/2006 Communication ROI Study™, © 2006 Watson Wyatt Worldwide. 
For more information, visit www.watsonwyatt.com. 
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Hierarchy of Effective Communication .. conta 


Effective 
Communication 
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Hierarchy of Effective Communication ...cont’d 
= Strategic tier — planning for success 


As communication programs evolve and mature, the focus shifts to a more strategic and 
targeted approach more directly linked to business results. Employees move from 
“awareness” to “engagement.” For this level of employee engagement to occur, it is 
critical for organizations to be strategic in the way they design their communication 
programs. Communication at this level facilitates change, promotes continuous 
improvements in business operations and engages employees in the business. 


Reprinted with permission from the 2005/2006 Communication ROI Study™, © 2006 Watson Wyatt Worldwide. 
For more information, visit www.watsonwyatt.com. 
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Hierarchy of Effective Communication ...conta 
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Hierarchy of Effective Communication ...cont’d 


= Behavioral tier — reaching the pinnacle 


Once the foundation is built and then connected to the business strategy, the greatest 
value of an effective communication program can be realized as employees and 
managers are motivated to behave in ways that support achievement of the business 
strategy and goals. The most important aspect of an effective communication program is 
that it motivates employees and management to act upon and achieve the goals set out 
by the organization. This is the “behavioral” level of the hierarchy and the pinnacle to 
which all world-class communicators aspire. 


Reprinted with permission from the 2005/2006 Communication ROI Study™, © 2006 Watson Wyatt Worldwide. 
For more information, visit www.watsonwyatt.com. 
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Leveraging Total Rewards Strategy 
Through Effective Communication 
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Leveraging Total Rewards Strategy Through Effective Communication 


The strength of a total rewards strategy can be significantly leveraged through effective 
communications. Strategic and targeted communications: 


m Engage employees in the business 

m Drive business performance and results 
m™ Increase employee satisfaction 
= 


Improve the effectiveness of a total rewards strategy to attract, motivate and retain a 
talented and engaged workforce 


Effective communication can leverage 


a well-designed total rewards strategy and/or program(s) 
to achieve extraordinary results 
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Communication Examples 


discussion 


m Provide an example of a 
communication that positively 
influenced employee behavior. 
Why was it effective? 


m Provide an example of a 
communication that fell short 
of driving behavior. 

Why did it fail? 


Discussion — Communication Examples 


m Provide an example of a communication that positively influenced employee behavior. 
Why was it effective? 


m Provide an example of a communication that fell short of driving behavior. 
Why did it fail? 


nn 
a) — ———_— 


NN 
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Management's Role in 
Communicating Total Rewards 


m Managers and supervisors have 
the primary responsibility for 
communications with employees 


m Buy-in and support of the programs 
and communication 


Management’s Role in Communicating Total Rewards 


m= Managers and supervisors have the primary responsibility for communications 
with employees. Therefore, managers play a significant role in how and what 
communications are delivered and received. Organizations that link manager rewards 
to effective communications reinforce the message that communications are valued. 
Furthermore, the link holds managers and supervisors accountable for the role they play 
in communications. 


= Buy-in and support of the programs and communication — Managers are typically 
the voice of the programs. If they don’t support the programs and the communication 
campaign, employees may receive different messages than intended. Employee 
dissatisfaction may potentially be a result. 
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m™ Discuss the concepts and components of 
total rewards and total rewards strategy. 


m= Explain the value and purpose of strategic 
total rewards communication in the 
workplace. 


m Discuss how effective communication may 
influence employee behavior. 


m Explain the role management plays in 
communicating total rewards to employees. 
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Module Quiz 


What value can strategic total rewards communication bring to the workplace? 
A. Repairs flawed rewards programs 

B. Creates tactical plans to be implemented 

C. Utilizes whatever budget is remaining 

D. Motivates employees and drives business performance 


Which statement best reflects one purpose of communication from an employee 
perspective? 


A. Satisfies legal requirements 
B. Simplifies administration of benefits and work-life programs 


C. Makes detailed information regarding all HR programs available at the time of hire 
and also annually 


D. Provides necessary education to support educated, informed decisions 


Which statement best reflects one purpose of communication from the employer's 
perspective? 


A. Reinforce corporate philosophy, culture and values 

B. Provide enough information so employees are aware of the total rewards strategy 
C. Distribute information as quickly and at the lowest cost possible 

D. Ensure all employees receive the same communication at the same time 


What is a likely indicator that communication has reached the behavioral tier and is 
influencing employee commitment and action? 


A. A formal communication process is implemented. \ 
Employee line of sight is created. rol 
Employee feedback is utilized. (st 


008 


Technology is being leveraged. \S\_ 


Which of the following best explains why it is important to link manager rewards to 
effective communications? 


A. It guarantees manager support. 

B. It focuses on the need for improved manager communication skills. 

C. It holds managers accountable for the role they play in communications. 
D. It ensures employees receive the intended message. 
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Module 2 
Communication Fundamentals 


Introduction 


To develop effective communications for employees, HR professionals must understand 
the fundamentals of communication. Module 2 discusses the models and principles that 
have been developed by leading researchers in the communication field. 


Furthermore, this module introduces an eight-step strategic process that will be discussed 
and applied throughout the rest of this course. By understanding communication principles 
and the eight-step process, you will begin acquiring the tools to communicate effectively 
and enhance the relationship with employees. 


Objectives 


By the conclusion of this module, you will be able to accomplish the following: 


1. Explain the purpose of communication and discuss communication principles, 
terminology and concepts. 


2. Discuss characteristics of effective communication as illustrated by various 
communication models. 


3. Identify the eight steps of the strategic communication process. 
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Communication Purpose 
and Principles 


m Primary purpose — shared understanding 


m Principles 
¢ Interactive 


@ Mutual and reciprocal 


Communication Purpose and Principles 


Communication is often defined as merely sending and receiving information; however, 

this definition is limited. Communication can be defined as creating understanding and 

transferring meaning. The following principles of communication help us to understand that 

communication is more than merely distributing information; communication is an involved 

process. 

= Primary purpose — shared understanding. The purpose of communication is to obtain 
a shared understanding between the sender and receiver of information. Sending or 
receiving a memo does not mean communication occurred if the receiver did not 
understand it. 


# Principles 


@ Interactive — Communication is an interactive process involving both a sender and 
a receiver, each having the ability to influence communication. There is a critical 
distinction between a communication activity (sending a memo, holding a meeting) 
and effective communication. 


4 Mutual and reciprocal — Communication is a two-way process of transferring 
meaning and creating understanding. 


= Whether information has been sent is determined by the sender, not the 
receiver. 


= Whether communication has actually taken place is determined by the 
receiver, not the sender. 
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Communication Terminology 
and Concepts 


m Sender m Decode 

m Receiver m Noise 

m Message m Feedback 

m Channel m Sphere of experience 
m Encode 


Communication Terminology and Concepts 


The following pages include various communication models that have influenced the 
communications field. Each model contributes to the understanding and development of 
effective communication. 


Before discussing the models of communication, it is critical to understand the 
following key terms and concepts: 


Sender — person or group of persons with a given purpose for engaging in 
communication; the sender is often the source of information 


Receiver — the person or group of persons which the communication or information 
reaches 


Message — information being communicated 


Channel — medium through which the message is transmitted between a sender 
and a receiver 


Encode — to express the ideas of the sender into some type of message 


Decode — to translate the message into understandable language, often attaching 
meaning to the message 


Noise — anything that distorts the original message (can be physical or semantic noise) 


Feedback — a response from the receiver to the sender of the message 


= Sphere of experience — the perceptions, attitudes and prior knowledge each sender 


and receiver has that shapes both the transmission and the reception of the message 
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One-Way Communication Model 
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One-Way Communication Model 


This traditional model of communication includes a sender and a receiver with a 
message transmitted through a channel or medium. Interference, or “noise,” influences 
whether the message is accurately received. 


Key points represented by this model include: 


m= One-way communication — There is no mechanism for feedback between the sender 
and receiver. 


= Noise — Noise must be considered when sending messages. Noise can be defined as 
anything not part of the original message the sender intended to transmit to the receiver. 
Noise may include job pressures, personal distractions, past experience, time or the 
environmental setting. Noise can have a strong negative impact on communication. 


What difficulties does one-way communication pose 


when trying to communicate effectively? 
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COMMUNICATION MODELS 


Circular Models 


Message 


Sender Receiver 


Feedback 


Circular Models 


Circular models depict communication as a constantly revolving spiral of sending a 
message and receiving feedback about that message. The more times a sender and 
receiver complete this cycle, the closer they come to achieving understanding and the 
more their communication improves. 


Key points represented by circular models: 


m= Two-way communication — reinforces the idea that effective communication should 
be a two-way process. Simply put, merely distributing a memo or a company 
announcement is not necessarily communication. 


= Feedback helps improve the process — Soliciting and receiving feedback from the 
receiver (or in HR’s case, the employee) is an integral part of communication. Feedback 
may be used to refine the message being sent, and thereby improve understanding. 
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COMMUNICATION MODELS 
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Model Introducing Sphere of Experience 


This model introduces the concept of “sphere of experience.” Every message source 
and destination has a frame of reference or an experience level, which shapes both the 
transmission and the reception of the message. 


Key point represented by this model: 


= Importance of considering a receiver’s sphere of experience — In other words, a 
receiver's experience will directly influence his or her understanding of the message. 
HR professionals need to be sensitive to employees’ prior experiences throughout the 
communication process. 


For example, imagine an organization is communicating the introduction of a defined 
contribution retirement plan to replace a current defined benefit pension plan. The 
receivers of the message may have prior experiences with such conversions or already 
formed opinions about defined contribution plans. Considering the media coverage of 
how companies are trying to shift responsibility to employees for retirement benefits, 
employees are constantly exposed to information on the advantages and 
disadvantages of defined contribution plans. These types of experiences affect 
employees’ interpretations of the message introducing changes in retirement benefits. 


In any complete communication model, you must consider the 


influence of noise, feedback and the sphere of experience to 
best understand how your original message may be received. 
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COMMUNICATION MODELS 


Effective Communication 


1. Supports an environment of feedback 


2. Is a reciprocal process that involves the 
receiver and sender 


3. Is clearly understood 
4. Clarifies and enlightens 


5. Encourages desired behavior/ action 


Effective Communication 


The communication models help to define effective communication along with 
pointing out some barriers. 


Effective communication: 

1. Supports an environment of feedback 

2. Is areciprocal process that involves the receiver and sender 
3. Is clearly understood 

4. Clarifies and enlightens 
5 


Encourages desired behavior/action 
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COMMUNICATION MODELS 


Potential Barriers to 
Effective Communication 


1. Sphere of experience 
2. Noise 


3. Challenges to feedback 


Potential Barriers to Effective Communication 
1. Sphere of experience 


2. Noise — some examples of noise may include: 


@  In-group language — using terms or acronyms familiar to a specific group of 
people but not understood by the general audience 


Communication overload 
Personal prejudices 
Stereotyping 

Gender bias 


oe¢-ethUemhU OH UO 


Job status 
¢ Selective listening 

3. Challenges to feedback 
¢ Timeliness of collecting feedback and taking feedback 
¢ Filtering, dismissing or being defensive 


What other barriers to effective 


communication have you seen? 
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The Strategic Communication Process 


The steps in the process can be used as a framework to develop effective 
communications by helping to clearly determine what will be communicated, to whom, 
and how to deliver the message. The result is a communication campaign that ensures 
communications meet the goals and objectives of the total rewards program. Each of the 
steps will be explained in more detail in the following modules. 


Step 1: Analyze the situation. 

Step 2: Define the objectives. Ana ‘ eR 
Step 3: Conduct audience research. 

Step 4: Determine key messages. \\e A ye 
Step 5: Select communication channels. iv 
Step 6: Develop the communication campaign. RUrAt 
Step 7: Implement the campaign. kc a 


Step 8: Evaluate the campaign. 
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Can You? 


m Explain the purpose of communication 
and discuss communication principles, 
terminology and concepts. 


= Discuss characteristics of effective 
communication as illustrated by various 
communication models. 


m Identify the eight steps of the strategic 
communication process. 
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Module Quiz 


Which best describes the fundamental purpose of communication? 
A. 


Shared understanding between a sender and receiver of information 


B. Decreased costs associated with total rewards programs 
C. 
D 


. Elimination of noise 


Distribution of information 


Which statement best defines the concept of “sphere of experience”? 
A. 


Anything that distorts the original message 


B. The education level of the receiver that distorts the message 
C. 
D 


. The constantly revolving cycle of communication between a sender and a receiver 


The perceptions of each sender and receiver that influence communication 


The circular models for communication reinforce which concept for HR professionals? 
A. 


Client meetings and work pressures may distract the receiver from interpreting the 
message. 


Communication is a top-down process initiated by external vendors. 


C. Creating key messages is vital to the overall success of communication. 


Soliciting and receiving feedback from the receiver is a critical aspect of 
communication. 


What best describes a potential barrier to effective communication? 
A. 


Selective listening 


B. Feedback 
CG 
D. Job titles 


Multiple channels 


What is the first step of the strategic communication process? 
A. 


Define the objectives. 


B. Conduct audience research. 
CG. 
D 


. Analyze the situation. 


Determine what will be communicated. 
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Module 3 
The Strategic Communication Process: Steps 1-4 


Introduction 


The strategic communication process provides HR professionals with a framework to 
design, develop and implement successful total rewards communications. As steps are 
completed, outputs result that then become necessary inputs for the following steps. 
Jumping ahead or skipping steps entirely can cause the communication campaign to be 
ineffective. 


The first four steps require analysis and data collection. Consequently, organizations 
sometimes skip them in order to get to the tactical details more quickly. However, to ensure 
a sound and effective communication campaign it is essential that these initial steps be 
understood and worked through. Module 3 begins detailing what is involved in completing 
each of the steps and shows why each step is necessary. 


Objectives 


By the conclusion of this module, you will be able to accomplish the following: 
43 Explain how to analyze the situation. 

2. Define the communication objectives. 

3. Explain how to identify and define the target audience. 

4 


Determine key messages that align with the communication objectives. 


GR9 wg 3.2 


© WorldatWork. All rights reserved. 


The Strategic 
Communication 


Process Analyze the 
Situation 
valua Define the 
1e campaign Objectives 
Conduct 
Audience 
research 


Determine Key 
_ messages 


The Strategic Communication Process 


This module focuses on the first four steps of the process, as highlighted above. These 
steps involve significant analysis, data collection and decision making. 


Step 1: Analyze the situation — Ask questions to create a better understanding of the 
situation. 


Step 2: Define the objectives — Write objectives; take the information learned in Step 1 
and define what the communication campaign is trying to achieve. 


Step 3: Conduct audience research — Identify your target audience, seek more data to 
determine exactly who the audience is and what they are all about. 


Step 4: Determine key messages — Use the information and data collected from the 
previous steps to create an effective message targeted towards a specific 
audience. 
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Analyze the 
~ Situation 


m Identify the program(s) to be 
communicated 


m Ask questions 


Step 1: Analyze the Situation 


Analysis can be as simple as talking on an informal basis with management and 
employees or as extensive as a formal plan utilizing surveys and focus groups. 


= Identify the specific total rewards programs to be communicated. 


= Ask questions — analyze the situation by asking the traditional questions: 
Who? What? Where? When? Why? How? 


For example, if your organization is introducing a new reward plan, some of the 
questions that should be asked are listed below. 


The following questions look at the whole environment, addressing strengths, 
weaknesses, opportunities and threats that may exist. 


a Why is the plan being introduced? 

= Is the plan aligned with the current culture of the organization? 
= What are the potential barriers to success? 

= Where are the major challenges in creating acceptance? 


# The following questions are specific to the new reward plan. 


= When will the plan become effective? 
= Who is eligible for the plan? Who is not eligible for the plan? 
=» How will the plan affect eligible employees? 


Why is this step important? 
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| Specific 


| Measurable Sth 


g| Attainable 


m Audience-specific 


a Relevant 


@ | Tied to the business 
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Step 2: Define the Objectives 


Objectives define what the communication campaign is trying to achieve. They determine 
and direct both the style and content of the communication campaign. Stated objectives 
become the criteria for judging a graphic design, a media suggestion or a particular 
content area. 


A complex situation may require more than one objective. However, all communications 
objectives should be: 


= Specific 

m= Measurable 

= Attainable 

= Audience-specific 
= Relevant 

= Tied to the business 


Later in Step 8, evaluation, you will measure the results of the communications plan 
against these objectives. 


Examples of objectives: 


m Increase “paid fairly’ perceptions of employees and managers from 56% to at least 
70% to improve engagement and motivation. 


m Introduce tuition reimbursement program to employees and achieve 10% participation 
by year end to improve overall skill level of workforce. 
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Identify special information needs 


Establish a benchmark 


Step 3: Conduct Audience Research 


Before jumping into communication plan specifics, it is important to first define who your 
audience is and then understand them so that messages can be tailored to meet their 
diverse needs. Therefore, the next step in the strategic communication process is to 
research your audience. Audience research may be conducted before, during and after 
a communication campaign. 


Knowing your audiences and their frames of reference can be pivotal to: 


= Determine what the audience thinks is important — Determine what is important and 
how well communication needs are being met. 


= Determine what information is getting through to the audience. 


= Uncover trouble spots — Uncover trouble spots, disconnects or pitfalls before they 
become problematic. 


= Identify key appeals — Identify the key appeals of a new plan or program to learn what 
features to emphasize in the communication process. 


= Identify special information needs — Identify these needs on the part of particular 
audience segments. 


= Establish a benchmark — The benchmark is something you can return to for evaluation. 
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Audience research 


Identifying the Audience 


m Who are the targets of your message? 


= Which employee segmentations should 
be considered? 
# Managers, supervisors, professionals, etc. 
m= What other major segmentations should 
be considered? 


# Future employees, family members, other 
stakeholders 


Identifying the Audience 


= Who are the targets of your communication/message? The objectives, defined in the 
previous step, should identify your audience at least at a high level. Thinking through 
audience segmentations, such as those included below, will help to more clearly identify 
the audience. 


& Which employee segmentations should be considered? 
@ Managers 

Supervisors 

Professionals 

Salaried and hourly employees 


eee fe 


Union employees 
@ Other segmentations may include age, education, years of service 
= What other major segmentations should be considered? 


Many times, especially with benefits communications, the message is intended not 
only for employees but others as well. Other major segments may include: 


@ Prospective or future employees 
@ Family members of employees 


Former employees, perhaps further segmented into retirees and non-retiree past 
employees 


@ Other stakeholders — Conduct a stakeholder analysis to determine level of support 
and who will need communication. 
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Sample: Checklist for Identifying 
Key Stakeholders 


1. Does this individual materially impact the program’s success? 
OYes ONo 
2. Is this individual directly involved in managing the program’s operations for his or her 
unit, department or division ? 
OYes ONo 


3. Will this individual need to receive training if a new program is adopted? 
OYes ONo 
4. Has this individual expressed a desire to be involved in the design and implementation 
of the process? 
OYes ONo 


5. Will this individual be directly or indirectly involved in marketing of the program? 


OYes ONo 


6. Does this individual directly or indirectly impact the program’s financial success? 


OYes ONo 


7. Will this individual be actively involved in rolling out the new program? 


OYes ONo 


8. Is this individual a major decision-maker in reviewing and approving the program? 


OYes ONo 


9. Will this individual directly or indirectly benefit from the program? 
OYes ONo 
10. Will this individual be directly involved in the program’s ongoing review and 
administration? 
OYes ONo 


Source: Recognition at Work: Crafting a Value-Added Rewards Program, 24 edition, by G. Michael Barton, 
WorldatWork, © 2006. 
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How to Conduct Audience Research 


= Quantitative 


# Determine statistically how many employees feel 
a certain way 


# Obtain data from questionnaires, exit interviews, 
hotline responses, e-mail 
= Qualitative 
# Determine why employee attitudes exist 


@ Obtain data from opinion leaders, cross-functional 
teams, individual interviews, focus groups 


How to Conduct Audience Research 
The best audience research results in both quantitative and qualitative feedback. 
= Quantitative 


@ Determine how many employees feel a certain way and whether various 
employee subgroups have similar or different points of view. The challenge is to 
develop a survey questionnaire that is comprehensive and clear. The questionnaire 
must address all the relevant issues, and employees must understand and be 
capable of responding to the questions asked. 


¢ Obtain data from: 

Employee questionnaires 
Exit interviews 

Hotline responses 

E-mail 


= Qualitative 
@ Determine why employee attitudes exist. With this knowledge, the employer can 
identify ways to maintain the positive attitudes it wants to reinforce or strengthen, and 
ways to correct or overcome any negative attitudes. 


4 Obtain data from: 
= Opinion leaders — Who are they? Why? 
Cross-functional teams 
Individual interviews 
Focus groups 


GR9 # 3.9 


© WorldatWork. All rights reserved. 


Sample: Employee Opinion Survey 


Instructions: For each of the following statements, circle a number to indicate your 
estimation of the organization’s present state or skill level to provide an 
employee recognition program. 


Scale: 1 = Strongly disagree 
2 = Disagree 
3 = Neutral (neither agree nor disagree) 
4 = Agree 
5 = Strongly agree 


1. There are few organizational barriers in offering an employee recognition program. 


123 45 


2. Managers have a good understanding of how to effectively recognize employees. 
4.23 5 
3. The organization has a history of providing appropriate communication about new 
programs and other major changes. 
(i ae te | 


4. The organization has a history of accepting change and acting on it in a positive manner. 
12345 
5. Employees have a relatively high understanding of recognition programs and the work 
behaviors that should be rewarded. 
12345 
6. There is a commitment to provide time to train employees and managers about the 
recognition program. 
1-23-45 
7. Our employees and managers would view implementing a recognition program as a 
challenge rather than a threat. 
12345 


Source: Recognition at Work: Crafting a Value-Added Rewards Program, 24 edition, by G. Michael Barton, 
WorldatWork, © 2006. 
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Sample: Employee Opinion Survey 
... cont'd 


8. This program will be fully supported by the senior leadership of the organization. 
123 45 


9. There are no potential barriers to providing a recognition program. 
12345 
10. There is little or no need for a recognition program in the organization. 


1 2. 3°45 


Please make any comments about the organization’s ability to make recognition an 
important part of its culture. 
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Conduct 
Audience research 


Audience Research Results — 
Discussion 


= Describe a time when audience 
research positively influenced a 
communication campaign. 


= Describe a time when audience 
research altered the course of a 
communication campaign. 
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Key messages 


m Information obtained through analysis 
and research provides input into key 
messages 


m Key messages must be aligned with 
communication objectives 


Step 4: Determine Key Messages 


Information obtained through the situational analysis and audience research provides 
valuable input into determining what key messages need to be conveyed. Furthermore, 
key messages must be aligned with the communication objectives. 


What attributes of the program are you trying to 


sell and/or what behaviors are you trying to drive? 
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i Determine 
Key messages 


Example 


Objective: Increase “paid fairly” perceptions of 
employees and managers from 56% to 
at least 70% to improve engagement 
and motivation 


m Key messages: 
@ Base salary ranges are established for each 
position using market data 
@ Market data is gathered and evaluated annually 
from other companies in our industry 


@ Others 


Determine Key Messages — Example 


An objective, selected from the examples provided in step 2, is used here to illustrate how 
to determine key messages that align and support the objective. 


Objective: Increase “paid fairly” perceptions of employees and 
managers from 56% to at least 70% to improve 
engagement and motivation. 

m Key messages: 
@ Base salary ranges are established for each position using market data 


@ Market data is gathered and evaluated annually from other companies in 
our industry 
@ Top performers will receive larger merit increases than lower performers 


@ We strive for market competitiveness and internal equity in our compensation 
programs 
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Key messages 


Create a Theme 


Fit the message 

Tie to strategy 

Act as identifier and unifier 
Set context and tone 


Frame key messages 


Complement HR brand 


Create a Theme 


When determining key messages, it may or may not be appropriate to think of a potential 
theme for the communication campaign. Using a theme may help a communications 
campaign achieve its objectives by drawing attention to communication, creating interest 
and creating a recognizable association with a total rewards program. 


The theme should: 

Fit the message being communicated 

Tie to the strategy behind the program 

Act as an identifier and unifier 

Set the context and tone for the communication campaign 


Frame key messages 


Complement the HR or program brand 


Using a theme may involve both copy and graphic elements. Examples of using a theme 
include: 


= Promotion of a defined contribution plan by giving away umbrellas with the plan logo to 
remind employees to save for a rainy day 


= Promotion of flex benefits by giving away disposable cameras with the flex logo and the 
theme “Focusing on the Best” 


What themes have you used? 
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Case Study 
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Can You? 


m Explain how to analyze the situation. 
m= Define the communication objectives. 


m Explain how to identify and define the 
target audience. 


m™ Determine key messages that align 
with the communication objectives. 
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Module Quiz 


1. Which of the following is a method for analyzing the situation prior to developing the 
communication campaign? 


A. Networking with organizations in the same industry 
B. Conducting informal discussions with employees 

C. Seeking out advice from communication consultants 
D 


. Reviewing the communications budget 


2. Which of the following best describes an attribute of a well-stated communications 
objective? 


A. Task-oriented 

B. Easily achieved 

C. High-level 

D. Tied to the business 


3. Which of the following is a qualitative method used to obtain audience data? 
A. Focus groups 
B. Benefits enrollment data 
C. Age and education segmentations 
D. Demographic data 


4. Key messages must be aligned with which of the following? 
A. Communication objectives 
B. Sphere of experience 
C. Evaluation methods 
D 


. Senior management values 


5. How does a theme help a communication campaign? 
A. It uses music to create emotion. 
B. It draws attention to it and creates interest. 
C. It simplifies the message. 
D. It helps diminish negative feedback. 


GR9 # 3.18 


© WorldatWork. All rights reserved. 


The Strategic 
Communication 
Process 


Steps 5-6 


ete 


GR9 @ 4.1 


© WorldatWork. All rights reserved. 


Module 4 
The Strategic Communication Process: Steps 5-6 


Introduction 


It is tempting to skip directly to Step 5, selecting the communication channels, and in fact 
many organizations do. However, much of the information and data collected in the earlier 
steps becomes an important input to the selection of communication channels. Selecting 
the communication channel without information on which to base the decisions may 
significantly reduce the effectiveness of the communication. This module will review the 
various communication channels and provide guidance on selecting the right channel(s). 


Step 6, develop the communication campaign, takes all the decisions and information 
gathered and puts them into motion. This step is also where the communication materials 
are actually developed. 


Objectives 


By the conclusion of this module, you will be able to accomplish the following: 


1. Discuss the different channels for communicating total rewards, including why one 
would select a particular channel and considerations when using the channel. 


2. Explain how to develop the communication campaign. 
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The Strategic Communication Process 


The next step in the strategic communication process is to select the communication 
channel(s). Frequently, organizations will skip directly to this step without any planning or 
foresight. The analysis and information collected in the prior steps are essential inputs to 
selecting the communication channel. 


There are many channels available for HR’s use when communicating total rewards 
programs. In order to choose the most appropriate communication channel, it is important 
to know what options are available, along with the uses and considerations of each option. 
Once that information is known, the communication channel should be chosen based on a 
variety of considerations, including how well it will help achieve the objectives and best 
serve the organization’s needs. 
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Select 
Communication channels 


Three broad-based categories: 
m Face-to-face 
m Paper-based 


m™ Technology-based 


Step 5: Select Communication Channels — Three Broad-Based Categories 


Prior to making any decisions on how to deliver the communication, it is important to 
understand the different types of communication channels available. For purposes of this 
course, the three broad-based categories that will be discussed include: 


m Face-to-face — provides a person-to-person verbal connection and often allows for 
instant feedback 


m Paper-based — provides a physical document for audiences to read and review 
m Technology-based — utilizes some form of technology to deliver the message 


The following pages will provide detailed information on each of these channels. 
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channels 


Face-to-Face 
Communication Channel 


m Meetings 
m Presentations 


m= Workshops 


Face-to-Face Communication Channel 
Face-to-face communication may be delivered using the following: 
= Meetings 
# Large group — such as all-employee meetings 
¢ Small group — such as staff meetings 
# One-on-one — such as performance reviews 
= Presentations — such as benefits presentations 


= Workshops -— such as educational brown-bag lunches 
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# Real-time interaction and feedback 
mg Verbal and nonverbal information 


= Delivery of information from a trusted 
source 


Face-to-Face: Why Use This Channel? 


Face-to-face communication has several characteristics which make it preferred by many 
employees. It allows for: 


= Real-time interaction and feedback — This type of interaction and instant feedback may 
not be available through other channels. Employees like to have their questions 
answered and their complaints heard. 


= Verbal and nonverbal information — Both verbal and nonverbal cues, such as facial 
expressions, body movement and vocal qualities, can be observed. 


= Delivery of information from a trusted source — Employees are most likely to change 
their behavior when someone they know and trust encourages them to do so, or shows 
them by example. 


This channel is the most effective choice when you need 
to change employee behavior or overcome resistance 


to change. In addition, when information is negative, 
controversial, or emotional, face-to-face is preferred. 


GR9 # 4.6 


© WorldatWork. All rights reserved. 


Select err? 
Communication 
channels 


Face-to-Face Considerations 


™ Speaker trust 
m Speaker presentation skills 
= Multiple locations and/or audiences 


m™ Consistency of information 


Face-to-Face Considerations 


Face-to-face communication is a powerful choice for reaching your employees, particularly 
when combined with other media in a well-rounded communication campaign. However, 
face-to-face communication can be difficult to execute properly. 


Considerations include: 


Speaker trust — The more trusted your source, the more likely employees will listen 
to the information, understand what is being asked of them, and be open to supporting 
change. 


Speaker presentation skills — The speaker should be a skilled presenter, particularly 
when presenting to a large audience. Facilitation skills are also important when guiding 
discussions about controversial messages or fielding questions from a difficult audience. 


Multiple locations and/or audiences — Significant cost, time and travel hurdles may be 
present when a message must be delivered across locations, shifts, time zones, various 
languages or multiple employee groups. 


Consistency of information — If multiple presenters or multiple meetings are required, 
the message will most likely vary from presenter to presenter and meeting to meeting. 
While a scripted presentation helps keep messages consistent, questions and answers, 
as well as ad-libs from presenters, will inevitably cause variance. 
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m™ Brochures/ booklets 


Newsletters 


| 
m Letters and memos 
m Payroll inserts 

s 


Posters 


Paper-Based Communication Channel 


Although many have claimed that a paperless society would occur at some point, this has 
not yet proven to be the case. Paper-based communication is still a very important 
communication channel. When used properly, this channel can be quite powerful. 

Keep in mind that in addition to text, graphics and images should be utilized to reinforce 
the message where appropriate. 


Paper-based communication may be delivered using the following: 
= Brochures/booklets 

= Newsletters 

= Letters and memos 

= Payroll inserts 
= 


Posters 
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Paper-Based: Why Use This Channel? 
Paper-based communication allows for: 


= Reading at one’s own pace — An advantage of paper-based communication is that the 
audience can read at their own pace. 


= Later reference — The employee can review a piece initially and refer back to it at a later 
date. In addition, paper works well for pieces with a shelf-life which you want employees 
to hold onto for later reference. 


m Sharing with others — Paper-based communication can be shared with others, such as 
a spouse or other decision-maker. 


= Consistency — In printed form, the message is consistent across your employee groups. 
This medium requires a skilled writer initially, but does not require skilled presenters to 
deliver the information as in face-to-face communication. 


Paper-based communication is particularly effective 
when communicating information that is complex, 


technical or used as a reference: 
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Paper-Based Considerations 


While paper is particularly effective for longer, more technical pieces, it is not appropriate 
for all situations. Considerations include the following: 


= Lack of interaction and feedback — Unlike face-to-face communication, you have no 
immediate verbal and nonverbal cues to see whether your audience understands the 
information or has a strong reaction to it. 


= Information may be misinterpreted — Information may be misinterpreted, and because 
paper-based communication does not allow for immediate feedback, misunderstandings 
and/or bad feelings may fester among employees. 


= Reading and language barriers — Paper may be an ineffective choice if your audience 
has poor reading skills or difficulty understanding the language in which the pieces are 
written. 

= Can be impersonal — While face-to-face can more easily bring a personal touch to your 


communication, written text can be perceived as cold and impersonal. As such, it is not 
recommended for an initial announcement of negative or controversial information. 


Regulations may allow electronic media to be used to satisfy 
written communication requirements for many transactions. 
Paper copies still need to be available to participants, upon request. 
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m Audio CDs m Kiosks 

m= CD-ROMs m Video conferencing/ 
= DVDs/Videos Web conferencing 
= Webcasts = Web sites 

es Email m= Portals 

= IVR m= Others? 


Technology-Based Communication Channel 


Technology-based tools include: 


Audio CDs — provides an audio component to the communication 


CD-ROMs - large files of information can be saved to a CD-ROM which can then be 
sent to the audience to play on their computers 


DVDs/videos 
Webcasts 


E-mail — used for notification of events, surveys and to relay other information to any 
size group 


Interactive voice response (IVR) system — provides direct access to information by 
using a touch-tone phone and is generally used for benefits enrollment, but also can 
be effective for conducting employee surveys 


Kiosks — available in a common location for all employees to access 


Video conferencing/Web conferencing 
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Technology-Based Communication Channel ...cont'd 


= Web sites — Web sites may be viewed either on the Internet and/or intranet depending 
on accessibility 


¢ The Internet is generally accessible to the public. HR may place limited 
compensation, benefits and work experience information on the organization's 
Web site for job applicants and the general public. 


¢ An intranet is a private computer network. Intranets utilize security measures to 
prevent unauthorized access while still allowing global access by authorized 
personnel. 


= Portals — Web sites considered as an entry point to other Web sites, often by providing 
access to a search engine 


= Others — What cutting edge technology is being used? 


HR Web sites and the use of e-mail is continually increasing. However, the use of 
CD-ROMs, kiosks and IVR systems is decreasing. 
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Technology-Based: 
Why Use This Channel? 


Allows for: 


m= Delivering messages quickly, conveniently 
and cost-effectively 


= Communicating short, time-sensitive messages ~ 


m Employees to search and access information 
as needed 


m Use of verbal and/or video messages 
= Instant input and feedback 


Technology-Based: Why Use This Channel? 


Technology continues to provide ever-expanding ways of reaching employees. When used 
properly, it can round out a communication strategy. Technology-based communication 
allows for: 


Delivering messages quickly, conveniently and cost-effectively — provides for a 
means of quickly, conveniently and cost-effectively delivering messages and enabling 
employees to take action 


Communicating short, time-sensitive messages — ideal for short, time-sensitive 
messages which can be received and viewed by employees across sites, geographies 
and time zones. For example, use e-mail as a reminder about open enrollment. The 
expanding use of e-mail through home computers and portable devices makes this an 
effective channel for reaching employees, even when they are away from the home 
office. 


Employees to search and access information as needed — Use electronic 
communication for reference information which employees can search and access as 
needed. For example, provide an online list of eligible health care flexible spending 
account (FSA) expenses to allow employees to reference it as needed throughout the 
year. 


Use of verbal and/or video messages — Some electronic communication allows for 
verbal and/or video messages. This can be effective for delivering a motivational 
message across many audiences, consistently and simultaneously. The potential use of 
verbal and nonverbal elements distinguish this medium from written communication. 


Instant input and feedback — Web sites bring an additional dimension, allowing 
employees to input or change information, as well as provide instant feedback. 
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Technology-Based Considerations 


= Organizational fit 


m Access to computers 


m@ Training 
@ Information overload 


m Not recommended for complex, 
controversial or negative information 


Technology-Based Considerations 
Technology-based considerations include: 


= Organizational fit — Consider what is appropriate for your organization. Choose 
technology based on your organization’s and employees’ needs, not based on the latest 
trends. 


= Access to computers — Clearly, your audience must have access to and a comfort level 
with technology for this means to be effective. Consider an alternate method of 
communication if you have employees, or other audience segments, who do not have 
access to computers or other technology necessary to view the information. 


® Training — Initial and ongoing training will be necessary with new technology, especially 
for self-service environments. 


= Information overload — With the abundance of e-mail and Web sites, employees may 
suffer from information overload. They may appreciate face-to-face or written 
communication even more these days when so much information has been converted to 
online. 


= Not recommended for complex, controversial or negative information — When 
presenting complex, controversial or negative information, it is not recommended to 
begin with an e-mail, voicemail or video application. 
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not achieve results 


= Organizations must rely on multiple 
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Multiple Modes of Communication 


The three broad-based communication channels and their tools have all been discussed 
individually. However, in order to achieve the communication goals, a mix of channels and 
tools may be necessary. 


= Asingle communication most likely will not achieve results — employees are dealing 
with an enormous amount of information being sent to them on a daily basis. With the 
amount of e-mail that one receives every day, coupled with all other forms of 
communication, it is a mistake to assume that a one-shot communication will reach 
everyone in the target audience. Redundancy ensures the main message is received 
and reinforced. 


= Organizations must rely on multiple sources to get the message across — 
Not only does the message need to be repeated, but the types of channels and tools 
used to repeat the message may need to be different. It is important, however, that the 
channels and tools selected be deemed as credible by the audience. 
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Selection Considerations 


m Audience 
¢ Culture, language, location, education level, 
preferences, expectations, accommodations, size 


m Resources 
# Costs/budget availability 
# Amount of time and resources available 


m Message 
@ Urgency 
@ Privacy 
@ Sensitivity 
@ Simplicity/ complexity 


Selection Considerations 


Once the communication channel options are understood, it is necessary to think through 
several considerations prior to selecting the channel(s). In addition to considering the 
advantages, disadvantages and relevancy issues, items such as those listed below should 
also be reviewed. Remember, the goal is to select the most appropriate communication 
channel based on how well it will help achieve the communication objectives and best 
serve the organization’s needs. 


m= Audience 


¢ Culture # Expectations — past practice and 
¢ Language expectations of employees regarding 
; source and style of communication 

©, noeanee # Accommodations — Disability regulations 
¢ Education level may require information to be available in 
@ Preferences — how the both written and verbal format for visually 

audience prefers to receive or hearing impaired 

messages # Size 


m Resources 

@ Costs/budget availability 

¢ Amount of time and staff available for preparation and delivery 
m Message 


@ Urgency 

@ Privacy 

@ Sensitivity 

@ Simplicity/complexity 


Remember: Multiple communication channels may be used. 
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SELECTING THE COMMUNICATION CHANNEL 


Paper-Based Samples 


m= Suntrust equity brochure 


= Coca-Cola total rewards statement 
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SELECTING THE COMMUNICATION CHANNEL 


Communication Samples 


} 
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The Strategic Communication Process 


Throughout each of the previous steps, data have been collected and decisions made. 


Step 6, develop the communication campaign, takes all the data and decisions, puts them 
into motion and develops the actual materials. 
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Communication campaign 


m= Create a project plan 


¢ Summarize /document findings 
up to this point 


¢@ Detail action items 
¢ Detail cost estimates 


¢ Detail evaluation plan 


Step 6: Develop the Communication Campaign 


If not done already, it is time to document all the data collected and decisions made up to 
this point in a project plan. The project plan is an important tool for effectively managing the 
communication campaign. 


= Create a project plan 


¢ Summarize/document findings up to this point — Document the situation 
analysis, communication objectives, target audience, key messages, and 
communication channels that will be used. 


@ Detail action times — Identify tasks/action items including who is responsible for 
these items and timeframes for completing them. 


¢ Detail cost estimates — Estimate costs for creating and implementing the 
campaign, detail the budget and outline the approach to be used if outsourcing, 
including details for accepting bids. 


¢ Detail evaluation plan — The evaluation plan should include the steps to take to 
measure whether the program has met its goals and objectives. (More details are 
provided in Module 5.) 
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Step 6: Develop the Communication Campaign ...cont'd 


Once the project plan is developed, additional items to think through when developing the 
communication include: 


= Pre-introduction — determine how to build interest and gain support for the campaign. 
Things to think about for the pre-introduction include: 


¢ Creating a teaser — part of the campaign that builds excitement and makes the 
audience want to learn more. The teaser should align with any themes that may 
have been chosen. 


= Place teaser in newsletter, memos, via e-mail, etc. 
= Mail postcard teasers. 
= Display posters. 
# Determining who needs to know about the details of the communication in advance 


= Obtain senior management approval. 
= Conduct executive briefings and obtain buy-in. 
= Prepare Q & A for supervisors. 


= Conduct train-the-trainer sessions — Train HR and line management to be able 
to answer employee questions. 


@ Deciding how to obtain feedback from employees on pre-introduction 
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Develop the Communication Campaign ...cont’d 


m™ Release — Decide specifically how the message will be communicated and the 
objectives achieved. Think about the following issues: 


# The types of communication materials and the communication channels that will be 
used. Essentially, the decisions made in Step 5. Consider not only what, but also 
who will be developing these communication items. 


Key communicators who will help with the rollout 
Distribution 


Time lines/dates 


e¢--ethU OHmhU OH 


Quality control 
@ Obtaining feedback on initial reaction of employees 


= Reinforcement — Determine how the message will be clarified and/or reinforced to the 
audience. 


@ Think about how to obtain feedback from employees. 
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Key Consideration 


As one develops the communication campaign, the organizational brand and HR brand 
also must be considered. 


= It is essential to understand and take into account the organization’s corporate 
brand and HR brand. 
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Branding 


Branding is the proprietary visual, emotional, rational and cultural image that one 
associates with a company or a product. It is how individuals feel about the company or 
product. While most people are familiar with external branding from advertising campaigns 
such as Nike’s “Just do it,” the successful communication of total rewards requires an 
equally provocative brand. 


= Organization/external branding — how customers see the company; what makes the 


organization recognizable around the world 
@ Examples: McDonald’s golden arches, Nike’s “swoosh” 


Employer branding — How the employer wants its employees and potential 
employees to see them. What makes the company recognizable as an employer? 
What is the “attraction” to an organization? It is important to understand the overall 
company brand and philosophy so you can establish or support an appropriate human 
resources brand within your organization. 


@ Employer of choice 
= Cares about employees = Benefits 
= Innovative workplace = Career opportunities 


Human resources branding — Packaging of all human resources programs and 
initiatives under a specific, integrated set of symbols and key messages to 
communicate. What “retains” employees in the organization. HR branding should: 


@ Link to business objectives 
¢ Support organizational values and culture 
@ Align with company’s total rewards philosophy 


There is a fine distinction between employer and HR branding — one attracts and the 
other retains — often they are used interchangeably. For purposes of this course, HR 
branding will describe both employer branding and human resources branding. 
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Contributes to a recognizable 
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Why Use HR Branding? 


Using or creating an HR brand that complements and supports your corporate brand is 
intrinsic to effectively communicating your total rewards programs. 


Branding provides the following advantages: 


= Establishes a consistent image — Branding establishes a consistent image that the 
organization will portray to its employees and prospective employees. 


= Improves employee attraction and retention — An appealing brand image and desire 
for association with that image improves employee attraction and retention by helping 
employees recognize the tangible and intangible value of their total rewards. 


= Enhances employee satisfaction and pride in association with the brand image 


= Contributes to a recognizable corporate/employee culture 
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Develop the Communication Campaign 


Choices have been made and details documented around the communication campaign. 
Now comes the time to stop analyzing and planning and actually develop the 
communication materials. 


= Do it! Shoot the video, create the Web site, draft the brochure, etc. Effectively manage 
your internal resources and external vendors to achieve a high quality, on-time and 
on-budget result (more on this in modules 5 and 6). 
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Can You? 


m Discuss the different channels for 
communicating total rewards, including 
why one would select a particular 
channel and considerations when 
using the channel. 


m Explain how to develop the 
communication campaign. 
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Module Quiz 


1. What is one reason for using face-to-face communication? 
A. Allows for employees to access information when they need it 
B. Allows for the target audience to go at their own pace 
C. Provides for real-time interaction and feedback 
D. Provides consistency 


2. Which of the following would be most effective for communicating a complicated new 
retirement plan design? 


A. Group meeting 
B. Plan document 
C. Webcast 
D 


. E-mail 


3. What is a consideration when using more than one presenter to communicate a 
message in a face-to-face channel? 


A. Messages are best communicated by a single presenter. 

B. The last people to receive the message will get a shorter, less detailed message. 
C. Audiences will react more favorably to presenters with louder voices. 
D 


. The message communicated is likely to vary, even if scripted. 


4. If you need to convey negative or controversial information, which channel should you 
consider first? 


\ A. Face-to-face 
B. Paper-based 
C. Technology-based 


5. Which of the following should be focused on during Step 6, develop the communication 
campaign? 


A. Detailing the total rewards philosophy and strategy 
B. Conducting audience research 

C. Analyzing the target audience for the communication 
D 


. Documenting a project plan 
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Module 5 
The Strategic Communication Process: Steps 7-8 


Introduction 


A lot of work has taken place up to this point. Nonetheless, there are two steps left in the 
strategic communication process that must not be forgotten. Module 5 provides in-depth 
information on these last two steps along with information on managing the communication 
campaign. 


Step 7, implement, puts the communication campaign into action. Step 8, evaluate, looks at 
whether your communication objectives were achieved and allows an organization to 
improve future communication campaigns. 


With all the steps of the process completed, the focus will move towards managing the 
campaign to ensure that all steps come together efficiently and effectively. 


Objectives 


By the conclusion of this module, you will be able to accomplish the following: 


1. Identify implementation activities to help ensure successful communication of total 
rewards. 


2. Explain the techniques and methods for evaluating and measuring the effectiveness 
of the communications. 


3. Discuss how to manage the communication campaign. 
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The Strategic Communication Process 


By now the communication campaign has been detailed and the communication materials 
have been created. The next step is to implement your campaign. 
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Implement 
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= Obtain feedback 


Step 7: Implement the Campaign 


= Launch the communication campaign — All the work done in the previous steps is now 
going to be put into action. This includes rolling out your pre-introduction materials, 
releasing the main message and reinforcing the communications. 


@ Does everyone know his/her assignment? 

@ Has everyone been informed who needs to be? 

@ What are the timing and the sequence of activities? 
a What is first? 
a What follows and when? 

@ Media? How will the press inquiries be handled? 

# Who will answer questions? 


= Obtain feedback — Throughout the implementation step, you need to continually check 
in with your audience for reactions and feedback (solicited and unsolicited) using 
informal and formal networks, and respond to what you learn. 


What are some of the methods used in your 
organization to begin obtaining feedback 


while the campaign is still underway? 
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The Strategic Communication Process 


= How do you know if the campaign is a success? Did the audience receive the intended 
message? Did the audience act appropriately upon the message and do what was 
intended? Did you achieve the objectives established in Step 2? 


m Evaluation is a step that is often given too little attention or skipped altogether. When 
done properly, this step enables the organization to determine the effectiveness of the 
communication campaign and to positively influence future communication campaigns by: 


@ Revising the planning process 
¢ Avoiding past mistakes 


¢ Improving on-time and on-budget performance 
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Obtain feedback from employees 


Compare “before” and “after” responses 


Determine if the strategies are effective 


@ Appropriate audience 
@ Appropriate communication channels and tools 


m= Determine if communication objectives have 
been achieved 


Step 8: Evaluate the Campaign 


= Continuous process — Evaluation of communication programs is a continuous 
process. Begin with the initial rollout and further evaluate four to six months later. 


= Obtain feedback from employees — Obtain feedback through questionnaires, focus 
groups, interviews and the informal network. 


Talk to managers and group presenters to find out how the program was received. 
¢ Talk to key employees regarding their perceptions. 
@ Coordinate focus groups. 


= Compare “before” and “after” responses — Where appropriate, compare “before” and 
“after” responses from the same employees. 


= Determine if the strategies that were developed are effective. 


# Did the communication pieces target the appropriate audience? 
@ Were the chosen communication channels and tools the most appropriate? 
= Determine if communication objectives have been achieved. 
# Review the defined communication objectives. Were the objectives met? 
@ If missed, why? Bad targets? Bad campaign? 
# Determine how much continuing communication is needed and when. 
a |f continuing communication is necessary, repeat the process. 
a If not, determine whether periodic reinforcement of key messages is needed. 
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@ Benefit claims 

¢ Performance rating vs. productivity 


Measuring ROI 
Part of the evaluation also includes analyzing the organization’s return on investment. 


= Review your objectives — These objectives were created during the second step of the 
communication process. 


= Define success — Success criteria should have already been detailed in the objectives. 


= Identify measurements — Measurements are necessary to quantify results based 
on the objectives and ultimately to measure the return on investment. Examples of things 
to measure include: 


¢@ Retention rates 
@ Sick days 
¢ Benefit claims 


¢ Performance rating vs. productivity 
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m Investigate cost savings 


Measuring ROI ...cont’d 


= Track the statistics — Often, the statistics that are tracked will relate to successful 
implementation of a new policy, program or objective. Maintaining historical information 
on measurements will allow for a more comprehensive tracking on return of investment 
of the communication campaign. 


= Investigate cost savings — Conduct research to determine whether there were any 
direct or residual cost savings from implementing and communicating the plan. Identify 
areas where the company may have saved money, such as recruitment, training/ 
orientation, human resource labor or other expenses associated with the plan. Both long- 
term and short-term cost savings should be considered. 
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Quantifying the Contribution of Communications 
= Two types of measures to evaluate communication effectiveness 
¢ Soft measures — employee awareness, understanding or satisfaction 


@ Hard measures — productivity, employee behavior change, turnover costs and 
achievement of business goals 


= Valuable to measure both 
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The Strategic Communication Process 


Although all steps of the process have been discussed, we are not done yet. The graphic 
above illustrates project management, an important concept that occurs throughout the 
entire process. Project management enables you to manage the communication campaign 
to ensure that all steps come together efficiently and effectively. 
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Managing the Communication Campaign 


m= How do you get this whole process done? 


¢ 


Sd 


Build a project team. 


= Include members from throughout the organization as appropriate (may include 
individuals from HR, IT, finance, legal, corporate communications and 
managers from key departments). 
= Partner with external members such as consultants or vendors as needed. 
= Ensure communications team is fully committed and members have the time 
and resources to keep the project on time and within budget. 
= Assess available resources (internal and external), create a budget for time and 
costs, establish a time line and carry out the plan through assignment of 
responsibilities. 
Create a charter and/or use a roadmap. 
Apply leadership skills. 
Communicate on an ongoing basis — expand communication beyond the straight 
facts. Include why communication is important to the receiver. Communicate 
regularly with: 
= Team — Communicate regularly with the team. Ensure all team members are 
aware of the project time lines and milestones. Keep team members informed 
when tasks are completed and when the next deadlines must be met. 
= Management — Keep management informed and continue to build/leverage 
their buy-in/support. 
Manage'track to the plan. 
= Manage changes. Organizational changes may result in changes to the 
communication campaign, time line or budget. Revise the time line or budget 
accordingly and communicate changes to the team. 
Celebrate success — Celebrate at each milestone and upon completion of the 
campaign. 
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Can You? 


= Identify implementation activities to help 
ensure successful communication of total 
rewards. 


m Explain the techniques and methods 
for evaluating and measuring the 
effectiveness of the communications. 


m™ Discuss how to manage the communication 
campaign. 


GR9 @ 5.13 


© WorldatWork. All rights reserved. 


Module Quiz 


1. Which of the following activities should be conducted during the implementation step of 
the communication campaign? 
A. Identify objectives. Obs ik 
B. Evaluate success. '</O"™ 
C. Determine the budget. ded» Com? A a 
D 


. Gauge audience reaction and feedback. 


2. When should the communication campaign be evaluated? 

A. Immediately following the creation of the campaign 

B. Whenever the data is available to the communications team 
C. After the initial rollout and again four to six months later 
D 


. When financial resources become available 


3. What is considered a soft measure of communication effectiveness? 
A. Employee awareness, understanding or satisfaction 
B. The amount of money spent on the communication campaign 


C. Data on productivity and turnover 


4. Why is it important to be aware of organizational changes when managing a 
communication campaign? 


A. Because any significant change will require a new campaign 
B. Because the success of any communication campaign relies upon a lack of change 


C. Because they may result in changes to the campaign, timeline or budget 
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Module 6 


Total Rewards Communication 
and Special Situations 


Introduction 


In addition to understanding and utilizing the eight steps of the strategic communication 
process, there are many specific considerations and special situations that one must be 
aware of when communicating total rewards. 


Module 6 looks at issues and concerns specific to total rewards communication along with 


detailing how to handle communications for special situations such as mergers, 
acquisitions, or negative news. 


Objectives 


By the conclusion of this module, you will be able to accomplish the following: 


1. Discuss what information is typically communicated for each of the total rewards 
elements. 


2. Discuss communication considerations for each of the total rewards elements. 


3. Explain how to communicate the value of a total rewards package through the use of a 


total rewards statement. 
4. Describe how to best utilize communications to address special situations. 


5. Identify strategies for working effectively with external vendors and an internal 
communications department. 
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Compensation — What to Communicate 


Depending on the organization’s total rewards and compensation philosophy, the company 
may choose to develop communication campaigns for the following: 


= Compensation philosophy and strategy 
@ Pay for performance 
@ Risk/reward relationship 
# Competitive pay position; pay mix 
m Base pay 
@ Pay strategy — median, 75" percentile 
¢ Salary administration program, grades and bands 
@ Merit policy and timing of increases 
m= Variable pay 
@ Eligibility - Who? When? 
# Objectives, link to business strategy, payout terms 
# Targets, progress, expected payout 
@ How the program works 
¢ Vesting, risks and tax implications for equity plans 


= Legally required communication — other information legally required to be 
communicated to employees or otherwise communicated publicly 
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Compensation Communication — Considerations 
= Compensation is an emotional issue. 


For employees, their sense of self-worth and personal esteem may be attached to 
pay, including merit increases and incentive payments. 


Managers and supervisors need to make business decisions that affect the working 
lives of their employees — pay levels being one of the most important. 


= Value of compensation — The value of compensation may be affected by: 
@ Employees’ perception of their self worth 


@ Employee perception and expectations of the pay and performance management 
system 


# Comfort in knowing values are correctly assigned 
= Pay based on the value of the “job,” not the individual 
# Knowledge or perception of pay in the competitive job market 


# How pay changes are communicated 
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Compensation Communication — Considerations ...cont'd 


= Often delivered by line managers — Compensation plans are typically administered 
locally. 


¢ Generally created locally based on local law, geography or business unit 


= Open vs. closed communications approach — Corporate culture and HR 
philosophy/strategy vary greatly between organizations. Depending on an individual 
organization’s culture and communication philosophy, the following should be 
determined regarding employee communication. 


Is knowledge about pay systems open or closed? 
¢ Will salary grades and ranges be made available to employees? If so, how? 
Will merit ranges and performance standards be published? 


@ Typically, when limited or no information is provided, employees will attempt to find 
data to fill this void or make their own assumptions about pay. Employee data may 
be inaccurate or incomplete. 
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Benefits — What to Communicate 

= Benefits philosophy and strategy 
@ Seniority driven, family centered, employee centered 
# Choice 

= Programs/package 


@ Options, cost 


Plan changes 
@ Provider changes 
@ Provision changes 
# Employer/employee contributions 
= Enrollment and administrative procedures 


@ Choices, deadlines, forms, process 


Benefits statements 


# Account activity and transactions 


Legally required communications 


@ Various laws and regulations exist around the globe requiring employers to inform 
and educate participants regarding reward programs 
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Benefits Communication — Considerations 
= Events-centered communication 


¢ Employment-centered communication occurs following an event related to an 
individual’s employment. 
= Time of hire — immediate eligibility, waiting periods 
= Subsequent eligibility for plan participation — plan features and costs, required 
actions 


= Pay raise — impact on benefits levels, impact on employee contributions 
= Promotion — expanded eligibility 

@ Needs-centered communication occurs at the time of individual need. 
= |lIness/disability — medical/hospital benefits, short-term disability, long-term 

disability 
= Retirement — pension plan, Social Security, retiree health 
= Death — life insurance, AD&D, beneficiary pension benefits 
= Other termination of employment — vesting status, conversion rights 
= Often delivered from a central source — Benefits plans are generally centrally 
administered. 
@ Although there may be local variances (e.g., medical plans), generally the programs 
are administered from corporate headquarters. 


= Entitlement mentality — Communications have significant impact on employee 
perceptions regarding the roles of the employer and employee in providing benefits. 
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Benefits Communication — 
Considerations ...cont’d 


= Complexity of information 
m Expanded audience 
= Demographic shifts 


= Compliance 


Benefits Communication — Considerations ...cont’d 


= Complexity of information 


4 
2 
¢ 
4 


Legal context 
Technical details 
Complex formulas 


Multiple considerations 


m= Expanded audience — Spouses, family members, retirees, new and former employees 
may also need to receive and understand information regarding benefits programs. 


= Demographic shifts 


+ 
4 
4 
4 


Education 
Length of service 
Earnings 


Family status 


= Compliance — Legal requirements govern documentation, administration, financing and 
communication of benefits plans. 
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Work-Life — 
What to Communicate 


= Work-life philosophy and strategy 
m Programs 
m Program changes 


m Procedures 


Work-Life — What to Communicate 
= Work-life philosophy and strategy 


= Programs — Communicate the different work-life programs that are offered by the 
organization along with the policies and procedures associated with the programs. 


= Program changes 
@ New benefits, provision changes 
= Procedures 


@ Choices, forms, process 
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Work-Life Communication — 
Considerations 


= Management support 


m Individually determined, negotiated, 
customized 


m Needs-driven 


Work-Life Communication — Considerations 


= Management support — What is the level of management support for utilizing work-life 
as a business tool? 


m Individually determined, negotiated, customized — Specific arrangements are 
typically tailored to the individual, which often requires additional communication and 
training for managers. 


=m Needs-driven — Work-life needs and utilization are driven by: 
@ Life demands and quality of life 


@ Work demands and environment (long hours, required travel) 
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Performance and Recognition — 
What to Communicate 


m= Program policies and procedures 
m Objectives and expected behaviors 


= Specific rewards for various levels 
of performance 


Performance and Recognition — What to Communicate 
= Program policies and procedures 

@ Processes, forms 
= Objectives and expected behaviors 


= Specific rewards for various levels of performance 
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Performance and Recognition 
Communication — Considerations 


m Integrated 
m= Supervisor-dependent 
m Public recognition 


= Positive, constructive feedback 


Performance and Recognition Communication — Considerations 


m Integrated — needs to be part of all human resource and management processes 
and not a stand-alone communication 


= Supervisor-dependent — How adept the supervisor is at communicating, coaching 
and aligning individual goals, behaviors and actions with organizational objectives 
can vary from supervisor to supervisor. 


= Public recognition — The value in publicly noting desired behaviors needs to be 
tempered with the recipient's sensitivity to public recognition. 


= Positive, constructive feedback — Feedback needs to be personalized, motivating 
and positive. 
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Development and Career 
Opportunities — What to Communicate 


m™ Philosophy, roles and responsibilities 


m Program policies and procedures 


Development and Career Opportunities — What to Communicate 


= Philosophy, roles and responsibilities 


= Program policies and procedures 


4 


“fet e+ oe Oo 


Development plans 
Educational reimbursement 
Training catalogs 

Career counseling/centers 
Career paths 


Leadership development and succession planning 
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Development and Career 
Opportunities Communication — 
Considerations 

m Integrated 


m™ Responsibility shared by supervisor 
and employee 


m Unique to each individual 


= Programs/opportunities may be 
somewhat volatile 


Development and Career Opportunities Communication — Considerations 


m Integrated — Similar to performance and recognition, development and career 
opportunities communications should be integrated with other communications. These 
include: 


@ Performance management 

@ Compensation 

¢ Succession planning 

@ Workforce planning 
= Responsibility shared by supervisor and employee 
= Unique to each individual 


= Programs/opportunities may be somewhat volatile — Programs/opportunities are 
often at risk of being reduced or eliminated when an organization experiences hard times 
such as an economic downturn or financial difficulties. 


GR9 m 6.14 


© WorldatWork. All rights reserved. 


Communicating the Value 
of a Total Rewards Package 


= Total rewards statement 
# Compensation and benefits data combined 
@ Value of work-life programs itemized 


¢ Value of development and career 
opportunity programs itemized 


@ General information and specific data 
@ Individualized 


@ Sent to employees annually or available 
real-time electronically 


Communicating the Value of a Total Rewards Package 
= Total rewards statement 


In addition to communicating information targeted to compensation, benefits, work-life, 
performance and recognition, and development and career opportunities, some 
organizations prepare annual statements summarizing the value of each employee's 
complete total rewards package. Total rewards statements can help achieve greater 
employee appreciation and understanding of their total rewards package. However, 
caution should be taken to avoid arbitrarily setting or estimating a monetary value on 
intangible benefits that not all employees use or value. 


# Compensation and benefits data combined 

Value of work-life programs itemized 

Value of development and career opportunity programs itemized 
General information and specific data 


Individualized 


| A, A a ad 


Sent to employees annually or available real-time electronically 


Data accuracy and currency are essential 


in a total rewards statement. 
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Special Situations 


= Communicating negative change 
= Communicating to a global audience 


= Communicating about mergers and 
acquisitions 


= Communicating in a union environment 


Special Situations 


Situations that may require heightened communication awareness and sensitivity 
include: 


= Communicating negative change 
= Communicating to a global audience 
= Communicating about mergers and acquisitions 


= Communicating in a union environment 
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SPECIAL SITUATIONS 


Communicating Negative Change 


m Tell the employees the situation the 
employer faced 


m Explain how and why the business 
decision was made 


™ Outline the alternatives and choices 


m Explain how the final decision was 
reached 


m Give employees a coping strategy 


Communicating Negative Change 


Communicating negative change requires preparation. A company can provide a structure 
to what it is going to say, without necessarily scripting the entire conversation. A structured 
approach also will help you identify possible obstacles and implications and determine 
ways to address them. 


= Tell the employees the situation the employer faced. Provide a clear picture of the 
situation that the organization faced. 


= Explain how and why the business decision was made. Make the business case for 
the changing situation. The employee may not agree, but it is important to convey that 
this was not an arbitrary decision. 


= Outline the alternatives and choices. Describe some of the choices the organization 
was faced with and the implications. 


= Explain how the final decision was reached. Offer a clear, detailed, fact-based 
rationale for the final decision. 


= Give employees a coping strategy. The employee will need some mechanism to cope 
with the information. Depending on what the information is, possible solutions include 
Employee Assistance Programs (EAPs), job placement assistance, etc. 
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SPECIAL SITUATIONS 


Communicating to a Global Audience 


Be sensitive to: 
m Language 


Culture 


= 
= Compensation and benefits perceptions 
m Events and customs 

e 


Different process 


Communicating to a Global Audience 


When communicating to a global workforce it is important to remember that what might be 
appropriate in the home country may not be appropriate in other countries. Be sensitive to 
the following issues: 
m Language 

¢ Translation — Be wary of word-for-word translations. Translation should be done 

and reviewed by someone with native fluency. 

@ Mistranslation and colloquialisms 

= Culture 


# Conversational style 
@ Greetings and introductions 
@ Gestures and public manners 


= Compensation and benefits perceptions 


@ Expectations 
# Team compensation (Japan) 
# Enhanced benefits (western Europe) 


= Events and customs — Events and customs may differ. 
@ Work days differ 


@ Holidays 
@ Time off 
= Different process — The process is different and takes longer. 
@ Translation and review @ Legal review 
¢ Physical distribution # Obtaining and evaluating feedback 
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SPECIAL SITUATIONS 


Communicating About 
Mergers and Acquisitions 


m Prepare for and anticipate employee 
concerns 


m Ensure consistent and accessible 
communication messages 


Communicating About Mergers and Acquisitions 


Mergers and acquisitions, along with downsizing, rightsizing and restructuring, present 
significant communication challenges to the HR professional. Furthermore, there are 
often restrictions placed on what can be communicated and when it can be 
communicated to employees. 


= Prepare for and anticipate employee concerns — Address employee concerns early, 
honestly, quickly and often. 


@ Job stability 
@ Incentive payout 
@ Pension benefits 
¢ All other benefits 
= Ensure consistent and accessible communication messages. 
Be sure to explain the purpose of the event, as allowed. 
¢ Meetings should allow for two-way communication. 


@ Provide the same message to all employees. 
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SPECIAL SITUATIONS 


Communicating 
in a Union Environment 


m= Remember total rewards programs 
may differ for union vs. nonunion 
employees 


m™ Consider any contractual obligations 


m Keep supervisors as informed as 
union-represented employees 


Communicating in a Union Environment 


Employees often unionize due to the perceived lack of management response to employee 
concerns. Therefore, a union audience may not be receptive to communication from 
management. Nonetheless, communication is still important and necessary. 


= Remember total rewards programs may differ for union versus nonunion 
employees. 


= Consider any contractual obligations. 


= Keep supervisors as informed as union-represented employees — It is important for 
the company to keep supervisors as informed as the union-represented employees that 
they supervise. 
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Working Effectively 
with External Vendors 


m Establish clear expectations 

m Orient the vendor 

m Involve the vendor (ongoing) 

m Ensure shared communications 


= Follow up after project completion 


Working Effectively with External Vendors 


When outsourcing any employee communication campaign, it is imperative to establish 
good communications with vendors and outsource partners. 


= Establish clear expectations — Establish clear performance expectations, including 
communications. Back the performance standards with guarantees and financial rewards 
or penalties. 


= Orient the vendor — Orient the vendor to the organization's history, core values and 
communication practices. 


= Involve the vendor — Involve the vendor in every step of the communication process. 


= Ensure shared communications — Ensure shared development of all communication 
from the outset; nothing goes out to plan participants until reviewed and agreed upon by 
the company and the vendor. 


= Follow up after project completion — Conduct a feedback meeting with the vendor to 
discuss the process, project success, and areas for improvement. 
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Working Effectively with an Internal 
Communications Department 


Include members on the project team 
Assign a project manager 

Determine methods of communication 
Establish goals and objectives 


Agree on approval process 


Recognize that knowledge of total rewards 
programs can be an asset or a liability 


Working Effectively with an Internal Communications Department 


Include members on the project team — Include a member(s) of the corporate 
communications department on the project team. The communication expert can: 


¢@ Help identify design elements which are good in the abstract but may be difficult to 
communicate 


@ Gain a better understanding (from the viewpoint of the audience) of the rewards 
program design if involved early, leading to a more effective communication 
campaign. 

Assign a project manager — When working with several communication specialists, 
assign a project manager or main contact person. 


Determine methods of communication — Determine the most effective methods of 
communicating with the team (e.g., e-mail, conference calls, memos, notices). 


Establish goals and objectives — Establish goals and objectives and get “buy-in” from 
all team members. 


Agree on an approval process up front — Decide who will have final approval on costs, 
changes and the final product. 


Recognize that your internal communications staff's knowledge of total rewards 
programs can be an asset or a liability. 


@ Lack of knowledge can help you by providing a layman’s view of the material. 
A good communicator improves the piece by ensuring it is thorough and 
understandable to a general audience. 


@ Lack of knowledge can hinder you if the process is slowed or complicated with time 
required to explain programs and features to your communication reviewer(s). 
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In Closing 


= Total rewards management is evolving 


= Total rewards programs should help 
business results 


= Communication should help business 
results 


In Closing 


New demands are being made on all human resources plans and programs. As 
professionals in the HR field, we are being challenged as never before to be active 
contributors to the success of the business. It is no longer enough to keep the 
administrative machinery running smoothly; we must constantly prove that our programs 
are helping to deliver the business results our organizations are targeting. 


What is true for pay, benefits and other rewards programs is true for communication. If you 
cannot demonstrate that communication is adding more value than it is costing, then you 
have failed in this important function. That is the reason this course has placed such 
emphasis on developing clear, measurable objectives and on measuring the results. 


There is no longer any question about whether communication about total rewards is 
necessary. The most important question is how to make the communication of rewards 
programs effective for the employee and for the employer. 


As you have learned, no one “magic bullet” exists to shoot at all communication challenges. 
However, there are some principles and approaches that maximize your chances for 
success. We are confident that you have been exposed to these principles and approaches 
during the past two days. 


Now the challenge is to apply these principles 


and approaches to make effective communication 
a reality for your organization. 
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| Can You? 


m™ Discuss what information is typically communicated 
for each of the total rewards elements. 


m Discuss communication considerations for each of 
the total rewards elements. 
m Explain how to communicate the value of a total 


rewards package through the use of a total rewards 
statement. 


m Describe how to best utilize communications to 
address special situations. 


m Identify strategies for working effectively with external 
vendors and an internal communications department. 
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Module Quiz 


1. The degree of openness regarding compensation communications is generally 
influenced most by which of the following? 


y A. 


Corporate culture 


B. The presenter 
C. 
D 


. The channel used 


Legal requirements 


When developing a communication campaign for a new health insurance program, 


which of the following should be taken into consideration? 


A. 


Employees’ self-esteem may be attached to certain programs. 


B. Supervisors may have a great deal of control over the program. 
C. 
D 


. The communication may need to integrate with other programs. 


The audience may go beyond employees and include other decision-makers. 


3. What is a tool that an organization can use to quantify the value of an employee’s total 
rewards package? 


A. 


Total rewards statement 


B. Total rewards philosophy 
C. 
D 


. Total rewards elements 


Total rewards strategy 


Company XYZ will be experiencing layoffs over the next several months. Which of the 


following is the best course for communicating this negative change? 


A. 


B. 


Inform management-level employees, but wait to inform others until absolutely 
necessary. 


Provide employees with a clear picture of the situation that the organization is 
facing. 


Create multiple messages for different employees. 


Communicate the negative change using humor. 
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Module Quiz ...cont’d 


5. What is one key to developing effective communication with an external vendor? 


A. 


B. 
C. 
D 


Copy communication pieces that were successful at other companies. 
Establish clear performance expectations. 
Limit vendor feedback. 


Allow the vendor to independently create and communicate the messages. 
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Communication Plan 
Template 


Project Team: 
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[PROJECT NAME] COMMUNICATION PLAN 


Please note that in this annotated template all explanations appear in italics. 


Length and depth of information will vary depending on the project. This template is 
meant to serve as the guide that will: 


1. Ensure that all pieces of the plan are included. 


2. Help apply rigor to our planning process to make sure we think about all the 
implications and needs as we go along. 


3. Create consistency of terms, content and sequence for all communications plans 
produced by our department. 


We can use the communications plan template many ways. How we use it will determine 
the length, amount of detail, whether or not every section is included, etc. Some of the 
possible uses include as: 


The overall strategic communication plan 
The tactical plan 
An executive summary 


A project summary for individual contributors, vendors, etc. (message platform) 


A Aw NOE 


A thought-process guide when a written plan is unnecessary 


Very simplified examples are provided for each element of the plan. 


Situation Analysis 


This situation analysis provides a brief summary of current situation details that are 
relevant to the communications and describes key issues. It provides a brief, informal 
analysis of the strengths, weaknesses, opportunities and threats, from a communication 
standpoint. In this section you should include the audience's perspective and a detailed 
audience analysis. 


You may identify your client(s) here, as well. This section may also include your client's 


goals, if appropriate. 


ee 


Goals 


The goals section provides a succinct description of what you want to accomplish 
through communication. The goals should be achievable, measurable and time-bound 
(have a deadline). 

At this point in the planning process, think through your evaluation plan to ensure that 
results are measurable. 
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[PROJECT NAME] COMMUNICATION PLAN 


Target Audiences 


Identify all target audiences, internal and external. Target as closely as possible. List 
these audiences in priority order to keep activities properly focused. If you have 
figures, note the size of each audience here, as well. 


Positioning 


Positioning refers to how our target audiences perceive our product, service or 
announcement, in relations to competitive products and services or competitors 
themselves. It is the place we hold in their minds. The classic example of positioning is 
"7-Up, the Uncola." It clearly puts the product in the audience's mind in relation to its 
competition, colas. 


For marketing and corporate purposes, a positioning statement should include a 
unique selling proposition, i.e., what makes our product or service different from 
competitive products. It may also include a key benefit. And, the positioning statement 
should be targeted to the audience. 


For media relations or internal communications purposes, the positioning should 
describe how we want these audiences to fit the news into their picture of the company 
and/or the industry. A positioning statement is not a slogan, it's usually a sentence or 
two. A slogan, however, may grow out of the positioning. 


Key Messages 


These are the four or five key points you want your audience to remember. These 
messages should always be tied to your positioning. 


You may have audience-specific key messages. In this case, simply add the additional 
key points by audience. These are supplements to the core messages for all audiences. 
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[PROJECT NAME] COMMUNICATION PLAN 


Strategies and Tactics 


Strategies are the methods, plans or approaches used to achieve a goal. Strategies are 
NOT action items or things you do. This section should include the "media mix," a list 
of the different communication channels (advertising, direct mail, publicity, trade 
shows, etc.) that you plan to use, how they will be used and approximately when. Actual 
dates will show up in the action plan. 


Tactics are the particular actions used to implement strategies. Typically, several 
tactics will support one strategy. 
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[PROJECT NAME] COMMUNICATION PLAN 


Action Plan 


The action plan includes the details to carry out the plan tactics. Tactics should be 
listed in bold above the accompanying action items. 


Action Item Person Responsible 
TACTIC: 


TACTIC: 


TACTIC: 
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[PROJECT NAME] COMMUNICATION PLAN 


Timeline 


The timeline includes the deadlines for each action item. 


Person Complete 
Responsible 


Due Date Action Item 


Budget 


Provide a detailed summary of estimated and actual costs (if available) for all 
activities. 
Include unit and charge numbers to help track costs and for reference. 
Cost 
Center 
Charged 
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[PROJECT NAME] COMMUNICATION PLAN 


Evaluation Plan 


The evaluation plan should include the steps to take to measure if the program has met 
its 

goals. This section must actually be completed before beginning communication 
program 

implementation. Evaluation often requires pre-testing, informal surveying, 
benchmarking and other methods to find out attitudes, awareness, market penetration, 
etc., before communications begin. Then the final measurements will measure the 
change from the 

pre-test or benchmark. 


Project Approval Checklist 


Include who needs to see the materials and in what order. 
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(blank) 
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Health Nuts Case Study 


Introduction 


19 


Read the company background, current situation and the three communication choices 
below. 


Divide into groups according to the situation you have chosen or to which you have been 
assigned. 


Company Background 


> 


Health Nuts is a specialty retail grocery store dedicated to supplying consumers with 
healthy food choices, such as organic fruits and vegetables, all natural meats, fresh 
seafood, and breads and pastries without preservatives, artificial colors or flavors. 

In an effort to help their customers achieve a balanced and healthy lifestyle, Health Nuts 
recently expanded its services to offer educational classes, health screenings, and 
consultations. 


Health Nuts was started in 1965 and was located primarily within the United Kingdom, 

with its headquarters in London. Global expansion began in the late 1980s with Health Nuts 
adapting its store prototype to fit regional cultures and diets. Currently there are over 

1,200 stores located in multiple countries, and Health Nuts employs approximately 

61,000 employees. The organizational culture tends to be progressive and health-conscious 
with a focus on discovering the newest and greatest health products. 


Plans are in the works to expand to China within the next two to five years, and steady 
growth continues in the established markets. 


Current Situation 


> Health Nuts is rapidly expanding. However, recently there has been an increase in 


employee turnover, particularly among key employees. Research shows that some 
employees are taking positions with rival companies, whereas other employees are taking 
jobs in different industries. Some exiting employees have stated that they didn’t feel they 
were being paid fairly. 


Although the marketing efforts of Health Nuts are high quality and often yield great 
responses from customers, it has been noted that internal communications with employees 
are the exact opposite. An employee opinion survey showed that the majority of employees 
do not always trust communications coming from their managers. Furthermore, 85% of 
employees rated their managers’ communication skills as either below average or poor. 


The last large-scale communication effort around Health Nuts’ performance management 
program failed miserably, mainly because managers were not completely engaged in 
the process. 
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Health Nuts Case Study ..contd 


Communication Choices 


> Situation 1: Communicating Health Nuts total rewards philosophy 


In an effort to increase “paid fairly” perceptions of employees, Health Nuts is planning 
to educate employees about its compensation practices. Health Nuts is committed to its 
compensation philosophy, and is attempting to align all compensation programs in new 
markets with that philosophy. Raises are modest in some countries and quite large in 
others because of the market conditions in different parts of the world. 


> Situation 2: Communicating a new incentive plan 


In an effort to retain their high-performing employees, especially in the sales division 
where the majority of turnover has taken place, Health Nuts has decided to implement a 
new incentive plan. All management and sales personnel, along with sales support staff, 
are eligible for the new incentive plan. The plan will provide a target incentive payoff of 
between 20% (for sales and sales support staff) and 40% (for management employees). 


> Situation 3: Communicating a new health and wellness plan 


To reinforce and support a healthy lifestyle for its employees, Health Nuts has approved 
and is implementing a new health and wellness plan that will result in health plan 
premium/contribution reductions for employees who demonstrate healthy behaviors/ 
choices and premium/contribution increases for employees who choose unhealthy 
behaviors. The program will provide things such as health coaches, discounted fitness 
memberships, and health education along with free fitness and health screenings. 


GR9 # CS.2 


© WorldatWork. All rights reserved. 


Health Nuts Case Study ...contd 


Part 1 


Directions 


1. 


Get into your groups. 
Read the steps below and detail your answers on the flip chart or paper provided. 


Be prepared to share your ideas with the class. 


Step 1: Analyze the situation. 


List specific actions you will take to analyze your communication situation. Include 
details such as who, what and how. 


Step 2: Define the objectives. 


Take the information you learned from Step 1 (make assumptions as needed) and 
define what the communication campaign is trying to achieve. Create at least two 
objectives for your communication campaign. 


Step 3: Conduct audience research. 


Based on what you know about the company, explain what methods you will use to 
conduct audience research. If time allows, begin to create the tool(s) that you will use to 
collect the data. Then create a profile of your audience to use for the rest of the case 
study (again, be creative in adding in details). 


Step 4: Determine key messages. 


Brainstorm ideas for key messages that you will convey to your audience. Consider 
ideas for a theme. Capture your best ideas and be prepared to present them. 
Remember: Key messages must be aligned with the communication objectives. 
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Health Nuts Case Study .. conta 


Part 2 


Directions 


1; 


Get back into your group. 
Read the steps below and detail your answers on the flip chart or paper provided. 


Be prepared to share your ideas with the class. 


Step 5: Select the communication channel(s). 


Decide how you will deliver your message. Detail the channel(s) you will use and 
explain why you chose that/those particular channel(s). 


Step 6: Develop the communication campaign. 


Create a project plan, detailing some of your major tasks and action items. 


Step 7: Implement the campaign. 


Discuss how you will gauge initial reaction to the campaign throughout the 
implementation stage. 


Step 8: Evaluate the campaign. 


List strategies you will use to evaluate the communication campaign. 
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(blank) 
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WorldatWork Society of 
Certified Professionals. 


Certification Examination 


Information 


About WorldatWork Society of Certified Professionals® 


WorldatWork Society of Certified Professionals is an organization that certifies human resource professionals in 
the disciplines of compensation, benefits and work-life. WorldatWork Society designations include Certified 


Compensation Professional (CCP®), Certified Benefits Professional® (CBP), Global Remuneration Professional 
(GRP®), and Work-Life Certified Professional (WLCP®). 


www.worldatworksociety.org 


Exams 1 
© WorldatWork. All rights reserved. 


Certification Examination Information 


Development 


Internal and external subject matter experts 
contribute to the development of the content 
of WorldatWork courses as well as the 
examinations. Exam questions are reviewed 
by an internal examination team to ensure that 
items are properly scripted and meet the 
standards of good measurement practices. 
Exam reviews consist of, but are not limited 
to, checking items for appropriate content, 
accuracy, and for clues that would help the 
person taking the exam answer the item 
correctly. 


The final step in the examination development 
process occurs when scores are received, 
indicating how well the exam performed. 
Subsequently, exams continue to receive 
regular reviews to assess performance and 
currency. 


Specifications 


Exam specifications serve as a guide for the 
development of WorldatWork examinations 
and consist of two parts: (1) the content or 
knowledge assessed by the test, and (2) the 
statistical analysis of the items of the test. 


The content or knowledge contained in the 
examinations is derived by a comprehensive 
breakdown of the material covered in each 
course, based on the Body of Knowledge. 
Exams are developed and refined on an 
ongoing basis by teams of staff and 
volunteers with expertise in each subject area. 
Questions assess mastery of the topics 
covered in the course books as the materials 
relate to the Body of Knowledge. Examination 
developers weigh the amount of key 
information presented in each module. 


Examination items cover the overall Body of 
Knowledge presented in the course, and 
reflect relative emphasis required in each 
module. Each test item is written based upon 
the module objectives and content to measure 
specific types of knowledge, such as recall, 
application, analysis, evaluation, etc. 


Time allotted for completion of each 
examination is four and one-half hours; 
however, most participants complete 
examinations within one and one-half to 
two hours. 


An item-by-item review of test items is 
performed to ensure that all test items meet 
the prescribed criteria. Each examination item 
is analyzed to determine exactly where it is 
presented in the course material. The analysis 
is conducted on an item-by-item, module-by- 
module basis. All examination items are 
developed with this balance in mind. 
Examination items must be clear and 
straightforward to reduce confusion and 
frustration, which would limit participants’ 
opportunity for success. 


Test items are subject to continual scrutiny by 
statistical analysis as well. Comprehensive 
statistical analysis is conducted on each exam 
at WorldatWork headquarters, which provides 
ongoing validity and reliability information. 
Exam results are reported to students 
electronically. Official transcript records are 
maintained at headquarters. Unofficial 
transcripts are available to examinees online. 


Each examination: 


1. Reflects course objectives, course 
materials and overall presentation to 
maintain content validity. 


2. Provides a balanced sequence of exam 
items according to class presentation and 
objectives. 


3. Contains test items with the appropriate 
number of alternative distractors to 
accurately determine discrimination. 


4. Is monitored using an item analysis for 
evaluating internal consistency and 
reliability. 


5. Serves as a measure of knowledge of 
course content and the Body of 
Knowledge. 
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The monitoring process consists of an 
ongoing review of the following factors: 


1. The security of examinations. 


2. The maturity, currency and relevancy of 
the examination over time. 


3. Acomprehensive item analysis, utilizing 
statistical procedures that include item 
discrimination and item difficulty 
assessment. 


4. Amonitoring of all items to identify those 
that consistently perform poorly on item 
analysis criteria and should be eliminated 
or revised. 


5. The implementation of adjustments 
necessary in the scoring base to reflect 
the integrity, fairness, and credibility of 
the examination. 


Certification examinations are designed to 
measure a specified level of proficiency 
relative to course content. This serves to link 
the exams to the associated Body of 
Knowledge. 


The minimum passing score (cut score) for 
all certification exams is 75 percent. By 
definition, this serves as the accepted 
threshold of mastery. 


Certification Examination Information 


Item Type and 
Number of Options 


Multiple-choice questions are used for 
certification exams. This type of question 
was chosen for the following reasons: 


1. Multiple-choice questions are easily 
adapted to meet a variety of testing 
situations. 


2. Psychometric research indicates that 
multiple-choice questions are more 
reliable than other types of questions. 


3. Multiple-choice questions can assess a 
wide range of knowledge, skills and 
abilities. 


4. Multiple-choice exams can be scored 
electronically. 


Based on research and contemporary 
measurement practice, the number of options 
(responses to the questions, i.e., A, B, C) 
ranges from 2 to 4. 


The following are the three components of 
multiple-choice questions: 


1. Stem: An opening or introductory 
statement, typically in the form a question. 


2. Options: Each choice (A, B, C) is an 
option. There is one BEST option, which is 
the correct response (which would be the 
consensus of a panel of experts). 


3. Distractors: The incorrect choices are the 
distractors. Distractors are believable 
responses; however wrong, or simply not 
the BEST response. 
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Certification Examination Information 


Exam-Taking 
Suggestions 


Examination anxiety is something that many 
people experience. The information contained 
in this document is intended to provide you 
with sufficient information to lessen possible 
anxiety that you may experience. 


The following suggestions are offered to help 
you perform to the best of your capabilities 
and knowledge: 


1. Trust your first instinct. 


2. Avoid over analyzing. Caution against 
reading too much into the questions. 


3. When in doubt, move on and return. 
4. Proceed through the test in order. 


5. Make educated guesses. If you are 
fluctuating between one or two choices, 
guess at one. There is no penalty for 
guessing. 

6. Use the margins of the exam booklet. 
Utilize the spaces available on the exam 
booklet to make any calculations, make 
notes and to note any questions that you 
may want to skip over and return to later. 


7. Review your answers. When finished with 
the test, scan it to ensure that you have 
provided an answer for each question. 


8. Use time wisely. There is adequate time to 
complete the test. Proceed through the 
test at a pace that is comfortable for you 
and that will allow you time to review and 
to check your answers. 


Fair Testing Practices 


Attention is focused throughout the 
examination development process on fair 
testing practices. Some of the factors that are 
included in this evaluation process are item 
writing and reviewing, item banking, item 
selection and examination review. 


The following support the efforts for fair 
testing: 


1. Exam developers are provided training in 
item writing. 

2. Examinations undergo reviews for any 
potential bias. 


3. Item performance is reviewed, including 
the instructional sensitivity of the item 
(the item needs to be difficult for those 
untrained and easy for those trained). 


4. Additional performance feedback is 
available to examinees upon request. 


Exam Administration 


Exams are typically offered on the third day 
of a WorldatWork certification course. The 
easiest and most cost effective way to take 
an exam is to take it following one of the 
classroom events. You may take an exam in 
conjunction with a course you are attending, 
or register to join the exam session on the 
third day to take a different exam. To allow 
sufficient testing time, we recommend that 
you register for no more than two exams at 
a single exam session. 


WorldatWork has hundreds of course/exam 
events scheduled worldwide throughout the 
year for your convenience. Additionally, the 
Society offers testing center options for 
examinees seeking an alternative to the 
WorldatWork exam sessions. (Please note: 
examinees are responsible for proctoring fees 
charged by the testing centers.) 


To identify the testing option that works best 
for you and obtain additional information on 
registration requirements and lead times, 
please call our Customer Relationship 
Services team at 877/951-9191. 
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